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告中，广告策略以及广告内容差异分析。研究时间自 2008 年 2 月 23 日，至 2008


































This study aims to investigate the difference of advertising strategy and content 
diversity from the KMT to the DPP in the presidential election in 2008. Researching 
period starts from 23rd Feb, 2008t o 21st Mar, 2008, the sum of researching time is 28 
days. 
The researching object is the top four newspaper in Taiwan which are China 
times, Liberty times, United daily, and Apple daily on the front page with the key part 
reports for the 2 parties candidates’ campaign ads. Furthermore, the methodology of 
this study is content analysis. 
The study inquires into the different strategies of 2 parties candidates AD by 5 
parts --- the publishing form, the advertising purpose, the advertising type, the appeals 
and headline. Moreover, the study can be found the strategy of media using will be 
changed when they know each media’s stand. 
The study found that whether the DPP or the KMT, the key timing of the Ads is 
the “7-1 days” before the election. 2 parties have their own strategy on the size, 
photos, and the number of words for their Ads. On the purpose and content, both of 
them will focus on attacking opponents.  
The type of Ads, DPP will adjust momentarily by media’s political stand; on the 
contrast, KMT use the same content in every media. 
We can see that DPP pays more attention on the media strategy and adjusts at any 
time by the stand of each media, and KMT is only in one way to publicize themselves 
by the majority Ads. 


















1 绪论 ......................................................................................................... 1 
1.1 研究背景与动机 .................................................................................................. 1 
1.2 研究目的 ............................................................................................................. 6 
2 文献检阅 ................................................................................................. 8 
2.1 竞选广告定义 ..................................................................................................... 8 
2.2 竞选广告目的 ..................................................................................................... 9 
2.3 竞选广告策略 ................................................................................................... 11 
2.4 台湾的政治广告 ............................................................................................... 19 
2.5 平面媒体策略 ................................................................................................... 21 
2.6 研究问题 ........................................................................................................... 28 
3 研究方法 ............................................................................................... 30 
3.1 研究假设 ........................................................................................................... 30 
3.2 内容分析法 ....................................................................................................... 30 
3.3 研究对象、研究时间与抽样方法 ................................................................... 31 
3.4 类目建构 ........................................................................................................... 32 
3.5 类目定义 ........................................................................................................... 40 













台湾竞选广告：以 2008 年台湾总统候选人报纸竞选广告为例 
 IV
4.1 民进党与国民党广告刊登方式分析 ............................................................... 47 
4.2 民进党与国民党广告目的分析 ....................................................................... 52 
4.3 民进党与国民党广告标题分析 ....................................................................... 53 
4.4 民进党与国民党广告类型分析 ....................................................................... 54 
4.5 民进党与国民党广告訴求分析 ....................................................................... 55 
4.6 民进党与国民党在各报刊登广告之分析 ....................................................... 57 
5 结论 ....................................................................................................... 70 
5.1 研究发现与结论 ............................................................................................... 70 
5.2 研究限制和建议 ............................................................................................... 73 
参考文献 ................................................................................................... 74 





















表 1-1-1 2008 年台湾总统大选的选举结果（投票率为 6.33%） ………………4 
表 2-2-1 学者对竞选广告目的分类表  …………………………………………10 
表 2-3-1 学者对竞选广告之分类表………………………………………………13 
表 2-3-2 广告诉求分类……………………………………………………………16 
表 2-5-1 2000~2008 年五大媒体广告 ……………………………………………22 
表 2-5-2 主要报系广告占有率（2005-2008）……………………………………25 
表 2-5-3 台湾四家主要综合报纸的广告收入、发行量与政经定向（1992-2008）.25 
表 3-5-1 2008 年国民党刊登于报纸正刊竞选广………………………………….33 
表 3-5-1 2008 年民进党刊登于报纸正刊竞选广…………………………………35 
表 4-1-1 国民党与民进党广告时间点交叉分……………………………………47 
表 4-1-2 国民党与民进党广告面积交叉分………………………………………49 
表 4-1-3 民进党与国民党广告字数交叉分………………………………………50 
表 4-1-4 民进党与国民党广告图片比例交叉分析…………………………………51 
表 4-2-1 民进党与国民党广告目的交叉分………………………………………52 
表 4-3-1 民进党与国民党广告标题内容交叉分…………………………………53 
表 4-4-1 民进党与国民党广告类型交叉分………………………………………54 
表 4-5-1 民进党与国民党正面广告广告诉求内容交叉分………………………56 
表 4-5-2 民进党与国民党负面广告攻击要求交叉分……………………………57 
表 4-6-1 民进党与国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》
广告篇数交叉分析   ………………………………………………………………58 
表 4-6-2 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告刊登














台湾竞选广告：以 2008 年台湾总统候选人报纸竞选广告为例 
 VI
时间点交叉分析   …………………………………………………………………59 
表 4-6-4 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告面积
交叉分析   …………………………………………………………………………60 
表 4-6-5 国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告面积
交叉分析   …………………………………………………………………………60 
表 4-6-6 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告字数 
交叉分析   …………………………………………………………………………61 
表 4-6-7 国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告字数
交叉分析   …………………………………………………………………………62 
表 4-6-8 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告图片
交叉分析   …………………………………………………………………………63 
表 4-6-9 国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告图片
交叉分析   …………………………………………………………………………64 
表 4-6-10 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告目
的交叉分析    ……………………………………………………………………65 
表 4-6-11 国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告目
的交叉分析   ………………………………………………………………………66 
表 4-6-12 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告标
题交叉分析   ………………………………………………………………………67 
表 4-6-13 国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告标
题交叉分析   ………………………………………………………………………68 
表 4-6-14 民进党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告类
型交叉分析   ………………………………………………………………………69 
表 4-6-15 国民党在《中国时报》、《自由时报》、《联合报》、《苹果日报》广告类


















1 Introduction ····································································· 1 
1.1 Research background ································································· 1 
1.2 Research purpose  ···································································· 6 
2 Literature review ······························································· 8 
2.1 Definition of campaign AD ·························································· 8  
2.2 Purpose of campaign AD ····························································· 9 
2.3 Strategy of campaign AD ··························································· 11 
2.4 Taiwan’s political AD ······························································· 19 
2.5 Strategy of print media ····························································· 21 
2.6 Question research ··································································· 28 
3Methodology ···································································· 30 
3.1 Assumption ·········································································· 30 
3.2 Content analysis ····································································· 30 
3.3 Research object, time and sampling survey ····································· 31 
3.4 System construction ································································ 32 
3.5 System definition ···································································· 40 
4 Analysis ········································································· 47 
4.1 Analysis of AD publishing way for DPP and KMT ···························· 47 
4.2 Analysis of AD purposing for DPP and KMT ··································· 52  
4.3 Analysis of AD headline for DPP and KMT ····································· 53 
4.4 Analysis of AD type for DPP and KMT ·········································· 54 













台湾竞选广告：以 2008 年台湾总统候选人报纸竞选广告为例 
 VIII
4.6 Analysis of every AD in each print media for DPP and KMT ················ 57 
5 Conclusion ················································································· 70 


































清光绪 20 年（1894 年）11 月 24 日兴中会成立，在中国国民党将兴中会至
中国国民党的发展历史视为一脉相承，所以以兴中会成立的清光绪 20 年（1894
年）作为中国国民党的创党之年，而创党日（党庆）为 11 月 24 日。自 1928 年
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是执政党，中国国民党的政党颜色以蓝色为主调，故其支持者以支持程度的深浅
又称为泛蓝或深蓝。2000 年 3 月，国民党提名连战与萧万长搭档角逐台湾第十
届“总统”选举，但由于宋楚瑜反对李登辉而被迫脱党，独立参选，造成国民党
的分化而败选（宋楚瑜所获票数远多于连战），也结束了中国国民党在台湾 50 余
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表 1-1-1 2008 年台湾“总统”大选的选举结果（投票率为 76.33%） 
政党 号次 候选人 得票数 得票率 




















                                                      
① 2008 年 3 月 16 日，庄国荣在台中参加谢长廷与苏贞昌的总统选举造势活动时，以脏话辱骂马英九父亲
马鹤凌私生活不检，引起舆论批评。庄国荣当晚请辞教育部主任秘书一职，并获得部长杜正胜立即批准。
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